PHILIP MORRIS U.S.A. 



Inter Office Correspondence 


TO: Frank Alfieri DATE: April 16, 1996 

FROM: Russell Weiner /Jf 

SUBJECT: Telemarketing Brief for Club Benson & Hedges Events Program 

The following outlines the information you requested in order to prepare an 800 number 
for the Club Benson & Hedges events program: 


BACKGROUND 

From 1986 through 1992, Benson & Hedges' sponsorship of Jazz, Blues and R&B 
concerts and bar programs helped to associate the brand's equity of style and 
sophistication with music and drew many smokers to the B&H franchise. With the 
introduction of the "Empathy" advertising campaign in 1994, the brand transitioned away 
from its established music heritage. 

In 1995, Brand focused its efforts against developing "Empathy" as its core equity. As 
such, the objectives for all marketing vehicles, including events, were to create awareness 
among B&H's core audience and enhance/reinforce the brand's new "Empathy" 
positioning. "Club Benson & Hedges" was developed. Club Benson & Hedges was an 
upscale, mobile smokers' lounge that provided attendees with the ability to smoke and 
sample Benson & Hedges products, while enjoying live music, free beverages and gifts. 

Although consumers liked the Club itself and Brand secured over 43,000 new names for 
the database, the "Empathy" message was not communicated to the majority of smokers. 
Smokers felt the Club was right for B&H in that it was classy and elegant, however only 
1/3 of the smokers interviewed understood the connection between B&H and "Empathy". 


In 1996, Brand is focusing event efforts against its Urban/Ethnic franchise. To this end, a 
program was developed to, again, leverage the brand's heritage/equity in music and create 
awareness and excitement around B&H in key Urban/Ethnic markets. 


Under the "Club Benson & Hedges" umbrella, Benson & Hedges will reach consumers 
through the sponsorship of a high profile music program in unique club settings. Over 90 
nights of the best contemporary' urban music in America will be performed during the 
summer/fall of 1996 in key clubs in six of the brand's top markets, including LA, 

Chicago, Dallas, Houston, New Orleans and Atlanta. In each market, club night 
performances will occur every Thursday, Friday and Saturday, for five consecutive 
weeks. 

PROGRAM OBJECTIVES 

• Increase visibility of Benson & Hedges in key Urban Ethnic markets. 

• Enhance Benson & Hedges' image among Urban Ethnic smokers. 

• Create trial and purchase opportunities of Benson & Hedges. 

• Generate names for the database. 


Source: https://www.industrydocuments.ucsf.edu/docs/nrgm0004 
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PROGRAM STRATEGIES 

• Leverage Benson & Hedges' heritage in music under the "Club Benson & Hedges" 
umbrella. 

• Utilize free gifts to incent purchase of B&H and completion of surveys. 
CONSUMER PROFILE: 

Key Audience: Primary: African-Americans 

Secondary: Music Lovers of contemporary R&B in 
General Market. 

Age: 21-45 adult smokers - Male/Female 

Income: $30,000+ 

Education: Some College 

Geography: Urban Ethnic Markets 

Lifestyle/Personality: * Image-conscious 

• Aspirational 

• Upscale 

• Music-loving, Trend setting 


KEY MARKETS/OATES 

• Los Angeles, California (SDI 280) 
July 17th - August 17th, 1996 

• Chicago, Illinois (SDI 188) 

August 1st - September 1st, 1996 

• New Orleans, Louisiana (SDI 153) 
August 29th - September 29th, 1996 

• Houston, Texas (SDI 233) 
September 12th-October 13th, 1996 

• Dallas, Texas (SDI 185) 

October lOth-November 10th, 1996 

• Atlanta, Georgia (SDI 151) 

October 24th-November 24th, 1996 


TELEMARKETING ASSIGNMENT 

From the Benson & Hedges 800 number (l-800-2Benson), please create 6 prompts, one 
per market, which will forward all consumers interested in the music program to a pre¬ 
recorded announcement specifically about Club Benson & Hedges conceits in their city. 
Within each market specific announcement, the following program details should be 
delineated: 

• Talent 

• Concert date 

• Venue 
« Time 

• Ticket piice 

• Ticket buying options (i.e. at the door, call club, Ticketmaster 800#) 
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MISCELLANEOUS INFORMATION 

• Within each market, there will be 15 nights of entertainment—for a total of 90 nights in 
the six key markets listed above. 

• Phone number will need to be activated no later than June 1, 1996 and will function 
through the end of the year. 

• Portions of the pre-recorded message will be updated on a weekly basis. 

• Concert promoter will contract an artist to be the "celebrity voice" on the recording. 
This celebrity will introduce the Club Benson & Hedges pre-recorded announcement, 
welcoming callers. Telemarketing will need to source talent to be the "information 
voice" on the announcement. This individual will provide the specifics on the 90 
nights of music. Due to possible program changes, he/she will need to be available for 
weekly recording changes. To create a mood synergistic with the Urban/Ethnic nature 
of the conceit tour, talent should have a "Barry White" type voice. 

• Per your request, preliminary advertising for the program is attached. Please note that 
it is not the final version. Once concept is approved, an updated copy will be 
forwarded. 

• Media Plan for Los Angeles is also attached. Plans for the remaining 5 markets will be 
forwarded by the end of April, and will be similar in scope to LA. . 

BUDGET 

Please forward budget scenario needed to execute the above program. If budget is on a 

cost/call basis, please include projected call volume, as well. 

NEXT STEPS: 

• Budget scenario to Brand 4/24 

• Timeline to Brand 4/26. Timeline should include key dates for actionable items such 
as: 

- Logistal meetings with Brand, Fulfillment and telemarketing vendor 

- Budget approval 

- Scripting 

- Deadlines for forwarding list of concert dates/venues 

- Selection of "information voice" talent 

- Recording session for "celebrity voice" and "information voice” 

- Training for telemarketing reps who may get live calls asking about the program 

- Testing 

- Other 


Please do not hesitate to call with any questions. 


cc: B. Ferrin, Y. Robinson 
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